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BRAND INTRODUCTION/BRAND STORY
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BRAND INTRODUCTION

- Brand Product History :
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BRAND INTRODUCTION

- Brand Product :
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BRAND INTRODUCTION

2ol AEHY FHFH 2tel




BRAND INTRODUCTION

- Brand Unique Seling Point :
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BRAND INTRODUCTION

- Sales:
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BRAND INTRODUCTION
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BRAND INTRODUCTION
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BRAND INTRODUCTION
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BRAND INTRODUCTION

- Off-line Store :
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BRAND INTRODUCTION/ENVIRONMENTAL ANALYSIS
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BRAND INTRODUCTION/ENVIRONMENTAL ANALYSIS




BRAND INTRODUCTION/ENVIRONMENTAL ANALYSIS
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BRAND INTRODUCTION/FASHION
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BRAND INTRODUCTION/FASHION
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BRAND ANALYSIS/ 4P

PRODUCT
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BRAND ANALYSIS/POSITIONING MAP
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BRAND ANALYSIS/ COMPETITOR
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BRAND ANALYSIS/COMPETITOR
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BRAND ANALYSIS/XEXYMIXBEST ITEM
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BRAND ANALYSIS/ ANDARBEST ITEM
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BRAND ANALYSIS/MULAWEARBEST ITEM
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BRAND ANALYSIS/SWOT
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22/ SS FASHION TREND FORECASTING
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22/ SS MAIN TREND FORECASTING
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22/SS COLOR TREND FORECASTING
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22/SSFABRIC TREND FORECASTING

Inspired by Nature

Inclusion of nature in active-wear
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22/SSFABRIC TREND FORECASTING

Sustainable and Recycled

R62374S 62394 21499 21482

80 % WRE 2| OJ2E 78 B¢ Y §2 0j2H ¥y Y ¥2| f2H2
20 % ATQA QE|R ¥ 2 22 AWYA ¢ UE AWEA XX #cH

¢

Unifi Repreve YR & §
2| AE ATQA g

kU

0%

ol

oo S Hu

Mo ofp Jt S

o

o
N

2

lo

ojm M

% P

wo o= ik
Jm

.

J

2
=

2

N

-y
w3
2s
=X

= oX
I
i

)l
o

1o

i

re
e

ok



22/SSFABRIC TREND FORECASTING

Protective fanctons comdined with

Function and Textures
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22/SS CONSUMER TREND FORECASTING
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22/SSTARGET
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IMAGE MAP

SUSTAINABLE RUNNING ATHLEISURE / XEXYMIX 2022 §/S



CONCEPT MAP
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COLOR CONCEPT
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COLOR MAP

Sustainable Running Athleisure / Color Map
XEXYMIX 2022/SS



MATERIAL CONCEPT
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MATERIAL MAP
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Sustainable Running Athleisure Material Map
XEXYMIX 2022/SS



STYLE MAP

Sustainable Running Athleisure / Style Map
XEXYMIX 2022/SS



Running Athleisure Plogging Kit Drawing




Running Athleisure Plogging Kit Look book

Sustainable Running Athleisure Plogging kit Lookbook
XEXYMIX 2022/SS
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DETAIL MARKETING STRATEGY

WORKOUTS
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